Dear Mark: 

As feedback to your voicemail sent today on Pricing Strategy. 

First, some points to keep in mind... 

• I agree.I don’t think we should cover our brand messages on our POS, 

• For Retail Representatives, maintaining clear price communication on our permanent 
displays and pricing our promotions is an important part of executing the 3 P’s. 

• Our permanent displays often merchandise ‘Promoted and Non-Promoted’ product 
simultaneously, which presents a need to advertise/maintain both set of prices. 

• Maintaining both sets of prices helps communicate that there is a promotion on 
specially marked packs only, and helps to eliminate confusion for the consumer/clerks 
on the pricing of our brands. 

• Stores have a tendency to remove starbursts advertising the promoted price when the 
displays have minimal promoted product left....or they simply get knocked off 

display.this is not the case in every store, but it happens more than we like to think 

it does. 



Taking the above points into consideration, coupled with receiving feedback from Retail 
Representatives, Marshall, and some Sales Representatives we came to the following best 
practice for all pack and carton merchandisers respectfully: 

• Everyday Price (non-promotedprice) will be communicated by using 1 ” fonts on 

every channel strip and 24” card.these fonts are placed to the far left or right as to 

, not cover our brand messages....there is sufficient room for this. In doing so, this 
covers us if the retailer or clerk removes the starburst....our packs are stickered 
20cents off or 30cents off, the consumer can then ‘do the math*. 

• Dead Net Price (promotedprice) will be communicated via brand specific starburst 

w/gripper.stating w/sticker only. 

• 20cents off and 30cents off cards (the ones Rory had made up) will also be used to 

communicate the promotion on a gripper somewhere other than on the channel strips 
and 24” cards.with On Specially Marked Packs highlighted. 

I hope this is the type of feedback that you were looking for....any 
questions/comments...please let me or Marshall know. 


Sincerely, 


Source: https://www.industrydocuments.ucsf.edu/docs/xzhyOOOO 


51847 4647 








